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casual-dining environment.

rank Guidara graced the cover of Chain

Leader in June 2003, when he was
working to restore authenticity to the menu
and the service—the Frenchiness—at Au
Bon Pain. In February 2005, he became CEO
of Uno Chicago Grill when Centre Partners
acquired a majority interest in the Boston-
based casual-dining chain, which at the time
had been expanding from its pizzeria roots.

When you joined Uno, what did you want

to do first?

It was doing very, very well, and my focus
was on making it a more compelling offer, a
more compelling concept for people to want
to go to; strengthen up the food and the ser-
vice; and take what was and add to it so that
as people had choices for casual dining, they
might want to go to Uno’s more often.

What separates it from its casual-dining competitors?
The thing that we've been working on is
proprietary items—items that are unique to
Uno’s. We have some different kinds of cook-
ing equipment in the restaurant so that we
can think outside the box.

| understand that when you were changing
training in the units, you encouraged the cooking
staff to learn the server positions and the server
staff to learn the cooking positions.

Typically in restaurants there is a lack of
appreciation for the difficulties of the other
person. It’s the psychology of understanding
the other person’s job and appreciating what
they're going through and appreciating when
it’s right.

You talked about psychology of understanding
and your foodie background, but at the corporate
level you brought a discipline to Uno, which seems

FRENGH LESsO
"\ Frank Guidara ?&

< authenticity o the
S, menu at AuBon Pai

By Mary Boltz Chapman

like the other side of the brain.

In the restaurant business, the only way you
can really guarantee the guest experience is
with a tremendous amount of discipline in
the restaurant. And it starts from the time the
car pulls up to the curb, to the time the car
pulls out of the curb. You think about every-
thing that takes place in between.

How are your expansion plans developing?

This will be one of our best years in a number
of years. But we have slowed the company
down because we're focusing on making sure
that we're doing everything right. And the
only way you can do that really is just keep
focusing on your existing business.

When you look ahead, what do you see

that’s exciting?

Well, all the problems that we're faced with
today. I see that as exciting. I mean this whole
nutrition thing, the food-safety thing—I see
that as very exciting because whenever you
have problems like that, it causes people

to get creative. The consumer knows more
about food and is demanding better food,
which puts pressure on organizations to pro-
vide it.

This business is so much more complex
than it was five years ago, 10 years. I think
back 20 years ago—the problems we were
dealing with then were nothing compared to
today. That’s pretty exciting.

You're an optimist.
Well, T do like a degree of difficulty. m

on the web: For more on Guidara’s efforts to main-
tain Uno’s discipline while encouraging

creativity, download or read the entire interview

at www.chainleader.com.
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brand tactics

It's Not Easy
Being Green 1

Big Bowl has rebranded itself with an environmentally friendly and
natural bent, choosing to stock its menu with seasonal, local and organic

ingredients. Next up: uniforms, napkins and light bulbs.
By Margaret Littman

toque of the town

Point of Difference 25

Director of Product Development Amy Alarcon complements Arby’s
signature roast beef sandwiches with new deli sandwiches, wraps and
snacks that bring freshness and diverse flavors to the menu.

By Monica Rogers

cover story

Trading Up 3s
President Kim Lopdrup is
on a mission to reinvigo-
rate Red Lobster’s sales and
guest counts. The plan calls
for playing up the chain’s
seafood expertise by roll-
ing out a fresh fish menu,
designing new prototypes
and simplifying operations.
By David Farkas
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franchise management

Close Contact 4s

With aggressive expansion plans on the drawing board, Taco Del Mar
plans to support master developers and franchisees by stationing regional
business directors in markets around the country.

By Lisa Bertagnoli

food safety

Trial by Fire so

Taco John’s implemented a comprehensive crisis-management plan it
started developing in 2005 after an E. coli outbreak affected three units
in Minnesota and lowa.

By Mary Boltz Chapman
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Successful executive

Comp and

compensation is aligned
with corporate goals.

CIRCUMSTANCE

But a recent company con-
ference and a report called
“Effective Long-Term Incentive
Plan Design Within the Chain
Restaurant Industry” from
David Mansbach, managing
director of HVS, an executive
search and consulting firm
based in Mineola, N.Y., has me
thinking about executive com-
pensation and retention.

Missing Opportunities
In his report issued in February, Mansbach
notes that he sees many companies that
don't align long-term executive rewards with
company objectives. At first you might be
surprised. Of course executives are rewarded
when objectives are met. They're the ones
responsible for meeting them.

But perhaps some leaders just think their
goals and their team’s rewards are in sync.

You have to know what your company’s
goals are first. If they're not clear, quantifi-
able and easy to communicate, it’s difficult to
base performance on them. For example, if
your mission is to deliver the best customer
experience in casual dining, the metrics you
should use to compensate executives are dif-
ferent than if your goal is to deliver every
pizza in 30 minutes or less.

Everyone in your company needs to know
your mission and goals, too, and the best
way to communicate them is to walk the talk.
Companies whose top executives are true to
their own mission not only retain their lead-
ership, they attract top talent as well.

When tying compensation to organiza-
tional goals, don’t be skimpy. But often the

We talk a lot about how to retain and compensate employees at
the restaurant level. It’s so important that Chain Leader dedicates
a whole issue of the magazine to the topic every April, using People
Report’s help and its Survey of Unit Level Employment Practices to
present the industry’s best practices.

best employees are not in it just for the pay-
check. They want to serve a higher purpose,
have fun, be challenged. This requires you to
be creative. Promise a luxury trip for accom-
plishing a task. Put an ad in the paper con-
gratulating the team on its efforts. Let a star
choose which nonprofit organization receives
a donation equivalent to his or her bonus.

Meanwhile, help those who aren't stellar to
improve, but give up if they’re not perform-
ing or not responding to development efforts.
I know this isn’t true in your organization,
but at some companies, executives whose
performance suffers get promoted up and out
of the way. If those slipping executives’ com-
pensation slipped as well, they’'d shape up or
find another company to settle into.

Don’t Aim for 100 Percent

One last thought. Turnover isn't all bad,

even when good workers leave. Sometimes
an executive’ ability grows faster than the
opportunities you can offer. Wish them well
and know they’ll always appreciate what they
learned from your organization. Turnover
also allows you to let in new blood with fresh
perspectives.

Find and focus on your top performers at
all levels. They might be hiding among your
administrative staff or in a regional office. Get
them ready now for smooth transitions when
people do leave.

If you have a strong, focused company,
strong, focused executives will want to work
for you. Creative challenges and compensa-
tion will help keep them there. m

| welcome your feedback. Contact me at
(630) 288-8250 or mchapman@reedbusiness.com.
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on the money

Shop TALK

are yearning to buy a chain.
By David Farkas

rlando, Fla.-based Restaurant

Acquisition Partners, a “blank
check” company, has just 24 months
to buy a restaurant chain—or else
liquidate and return $20 million to
shareholders. Which explains why
RAP President Christopher Thomas,
former CEO and president of Sizzler
USA, whose partners include former

Chart House CEO John Creed and
former Long John Silvers CEO Clyde E. Culp
111, is scouring the market for the ideal buy.

What exactly is a blank check company?

Its a publicly traded buyout company—a
public-equity fund that allows its manage-
ment to raise capital in the public market-
place for the purpose of making an acquisi-
tion. I believe we're the first blank check
company run by restaurant executives exclu-
sively to make an acquisition in the restau-
rant industry.

How much acquisition capital did you raise?

We raised $20 million, selling shares for $6
per unit. Each unit was one share of common
stock and two warrants with an exercise price
of $4.50.

Private-equity funds operate without many
restrictions. What about public-equity funds?

Key restrictions include placing a substantial
amount of the offering’s net proceeds in a
trust for the benefit of the public investors.
The company also has 24 months to com-
plete an acquisition or it’s required to liqui-
date itself and return the money held in the
trust, plus interest. The acquisition must have

“Baja Fresh, like others before it, once again reminded
us of the difficulties of making acquisitions from a
return-on-investment standpoint.”

Chain Leader I March 2007

Three seasoned restaurant executives

a fair market value of at least 80 percent
of the offering.

Do you have a chain in mind you want to buy?

Not just yet. We are not in hot pursuit of
anything, but we are looking at a lot of things
with a sense of urgency to get things done.

What do the three of you like, concept-wise?

We like casual dining and quick casual, with
quick-casual chains being the most desirable.
It’s fast-growing, and it fits today’s lifestyle—
bolder flavors, fresher food, healthier options.
There are also more real-estate options avail-
able to it and a more modest investment.

Does the Wendy’s/Baja Fresh debacle serve as

a warning to buyers of quick-casual chains?
Baja Fresh, like others before it, once again
reminded us of the difficulties of making
acquisitions from a return-on-investment
standpoint. Overpaying is often the most
difficult to overcome.

Is there a level of EBITDA you won’t go below?
It's got to be $4 million and up.

How many potential deals are you seeing?
Several per week, usually from industry
equity funds and investment bankers. Since
we’ve announced our partnership, I am get-
ting calls from chains I've never heard of.

What's your biggest selling point?

An important point of differentiation for us

is our understanding of the business. We

can take a look at concepts in multiple seg-
ments of the industry and understand growth
potential. For example, say a chain has only
built freestanders because management can
only visualize their restaurants in front of a
Wal-Mart. We might recognize that an end-
cap or other site options are possible. m
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" Second Time AROUND

Although the first Italian
Oven Cafe in Pittshurgh

is in a C location, future
units will be in A locations.
The company is looking
for endcaps in upscale
suburban shopping centers
to target professionals,
women and families with
young kids.

Jim Frye resurrects ltalian Oven as a slimmed-down, fast-casual concept.

By Maya Norris

SNAPSHOT

Concept

Italian Oven Cafe
Headquarters

West Palm Beach, Fla.
Units 1

2007 Systemwide Sales
$2 million

(company estimate)
Average Unit Volume
$1.8 million
(company estimate)
Average Check
$7.50 to0 $8.50
Expansion Plans

1'in 2007, 5in 2008

Chain Leader I March 2007

im Frye is not ready to give up on The

Italian Oven just yet. The founder of
the once successful family-dining chain that
crashed and burned in the mid-"90s has
relaunched the concept as Italian Oven Cafe,
a fast-casual version of the original.

Same but Different

Italian Oven Cafe debuted in 2004 in Pitts-
burgh after Frye saw the success of fast-casu-
al players like Panera Bread. “We took the
original Italian Oven, we skinnied down the
size of the box, skinnied down the invest-
ment, skinnied down the menu,” he says.

The 2,000-square-foot unit cost $225,000
to open. The European, sophisticated decor
includes leather chairs, black marble coun-
tertops, blond wood tables, a display kitch-
en, and track and pendant lighting.

The menu consists of wood-fired pizzas,
paninis, salads and pastas, driven by the
principles of the Mediterranean diet. Best-
sellers include Grilled Mahi Mahi panini,
$6.25, with provolone cheese and lemon-
caper aioli; and Lobster and Shrimp Ravioli,
$9.95, in tomato-basil sauce. A complimen-
tary olive bar features a variety of olives,
peppers, vinegars and oils. “We’re not a spa-
ghetti and meatballs and sausage and pep-
pers kind of restaurant,” Frye says.

Lessons Learned

Frye hopes this version of Italian Oven will
fare better than the one he founded in 1989.
The company grew to 110 units in 17 states
and Australia. But it quickly disintegrated
after raising $21.6 million in an IPO in
November 1995. Less than a year later, the
company saw the stock price tumble to $1

a share from a high of $8 and faced credi-
tor claims of $7.4 million. It filed for bank-
ruptcy in October 1996. Whitecliff Capital
Partners, a Minneapolis-based investment
firm, acquired the company for $3.5 million
in 1997 but dissolved it within 18 months.
Frye bought the rights to the name in 2004
and is working out licensing agreements
with the 20 Italian Ovens still operating.

Frye admits the company went public
before it had the earnings, sales and infra-
structure in place for aggressive expansion.
“If you miss your earnings projections and
you don’t open up stores in a quarter that
you say you're going to because of bad
weather or one of your franchisees is stum-
bling, it becomes a huge problem with Wall
Street,” he says. “They are unforgiving.”

While Frye is not ruling out an IPO for
I[talian Oven Cafe, he does not see it in the
near future. Rather, he is focused on keeping
unit economics tight and expenses down as
the company prepares to expand.

Future units will average 2,800 square
feet to 3,200 square feet and cost $600,000
to $750,000. Although they will be more
expensive to open than the Pittsburgh unit,
which is smaller and located in a C location,
Frye says the new units will post at least
$1.8 million per store because they will be
bigger and in A locations. He won't reveal
the Pittsburgh units sales except to say that
they are less than $1.8 million.

Italian Oven will open a unit in West Palm
Beach, Fla., this summer. Investigating sites
in Arizona and Nevada, the company expects
five more units to open in 2008 including
one or two company restaurants in West
Palm Beach. m

photo ©Ed Massery
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The world’s favorite fries are — Frymaster

fried in the world's favorite fryers.

In the largest restaurant chains, Frymaster is the fryer brand of F4 Fryer
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performance and are supported by unparalleled global service, Frymaster is the brand
preferred by experts. For more information, visit www.frymaster.com.

Encdis For details on Frymaster operational solutions, or for STAR Service -
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how to grow to 100 units

Growing!

Mel’s Diner works through the bumps and brwses
that hit its life cycle. By Mary Boltz Chapman

[ HOW TO |

GROW
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UNITS

el’s Diner is hardly a young concept.

It debuted in 1989 in San Carlos,
Fla., as a ’50s-style eatery focused on family-
friendly service, comfort foods and value,
expanding to 10 units in southwest Florida.
Yet it's been going through the awkward
stages of growing from successful local
player to chainhood.

Negotiating those stages has meant build

ing a sophisticated corporate structure, revamp-
ing the concept and keeping options open.

At a Tipping Point
Founder, President and CEO Chris Kara-
kosta says the culture shift, which included

bringing in district managers to work with
unit operators and outsourcing marketing,
“was very difficult for our company because
we are so family geared.” But he felt Mels
needed professional management to con-
tinue to grow and provide customers with a
high-quality and consistent experience.

Karakosta admits it was a challenge.
“When you bring in corporate-level people
to come and run these stores, as owner, [ had
to back off,” he says. “I kept an open line of
communication, but it seemed the more I got
involved, the more difficult it was for the cor-
porate people coming in. Its a balance.”

The team also decided that Mel’s Diner

PIERCE
. CHICKEN




needed updating. Mel’s low price points
brought in traffic, but its typical diner look
and menu told customers not to expect any-
thing special—and today’s consumer wants
premium brands and indulgences, says Aaron
Allen, CEO of Orlando, Fla.-based Quantified
Marketing Group, Mel’s outsourced marketing
firm. “We saw there was a divergence between
the direction the concept was going as Mel’s
Diner and where the consumer market was as
a whole on the national level,” Allen says

A rebranded Mel’s Gourmet Diner keeps
elements of the design, but adds stone and
other upscale accents. The menu still focuses
on comfort food at a reasonable price, but the
ticket time and price point are a little higher
due to higher-quality ingredients and better
presentation. For example, Mel’s Diner offers
Breaded Pork Cutlet with applesauce for
$9.49. At Mel’s Gourmet Diner, Apple Pecan
Crusted Pork Loin comes with cinnamon
apples for $11.95.

“We expect to lose some of our customer
base but hopefully gain more on the other
end,” Karakosta says.

January in Cape Coral, and another

Watch for Curves Ahead
Mels Gourmet Diner opened in

will open in Naples in fall. The rest
will be converted throughout the
year. Expansion will resume in 2008,
but Karakosta is not sure yet what it
will look like. Parent Creative Restaurant
Management opened Big Al’s City Grill in
Bonita Springs, Fla., in 2004. It’s more upscale
and made $4 million in sales last year, as com-
pared to Mel’s $2.5 million. Another Big Al5 is
slated to open in March in Naples.

“The question will be, which one will we

SNAPSHOT

Concept Mel's Diner/
Mel’s Gourmet Diner

Ownership Creative

grow at a quicker pace?” Karakosta says. “The | Restaurant Management,
option is to grow outside southwest Florida Naples, Fla.
with the company or to create some new Units 11
brands and stay within our region.” If the 2006 Systemwide Sales
company grows outside southwest Florida, it | $25 million
will look to franchise. m Average Check

$7.50 breakfast,

on the web: For more information about how to
take a young chain to the next level, visit Chain
Leader's How To Grow To 100 Units section at
www.chainleader.com/how-to-grow.

$9 lunch, $11 dinner
Expansion Plans
1in 2007, 3 or 4 in 2008

Pierce Chicken® Filet-Vors™ deliver
kitchen-friendly premiuvm breast fillets

in consumer-approved flavors.
m@i

Salsa Mexicana

Consumer-Tested Flavors
- Orange ° Spicy Asian ° Mediterranean

N

Kitchen-Convenient Formats
v Fully Cooked Unbreaded

Par-Fried IF Raw Marinated

PROFITABLE WHOLE-MUSCLE
= || A BREAST FILLET OPTIONS

Find the Filet-Vors that fit your needs today.
Call 1-800-336-9876 or visit www.pouliry.com.

PILGRIM’S PRIDE
s&Z=ax FOODSERVICE"
Taste the difference pride makes!"

© 2007 Pilgrim’s Pride Foodservice. All rights reserved.



It’s surprising how much noise it takes
"to create small chunks of frozen water. 4

Or at least how much
it used to take.

’

YOU DON’T HAVE TO MAKE A LOT OF NOISE TO BE SUPER PRODUCTIVE.
With its remote-condenser design and radically smaller footprint, the Serenity Series icemaker
lives up to its name by producing as much or more ice than one-piece units, but far more
(3] ‘ quietly and with less heat. With an accomplishment like the Serenity Series, we were tempted
/

to blow our own horn —but that would make too much noise. Besides, it might distract

from The World’s Most Perfect Ice.

For more information call 800.438.6087 or visit www.hoshizaki.com. A Superior Degree of Reliability
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Big Bowl sacrifices food cost and purchasing efficiency
to reinvent itself as an eco-friendly operator. By Margaret Littman

Big Bowl’s build-your-own-
stir-fry bar is chock-full of
local produce. Units in
Minnesota get their veggies
from different farmers than
those in lllinais.

Big Bowl President Dan
McGowan thinks having
signage in the “dead front”
of the restaurant has helped
educate diners about the
concept’s commitment

to organic and natural
ingredients.

an McGowan, president of Chicago-

based Big Bowl, is financially savvy,
but he is not a penny pincher. Over the last
year, he’s increased spending—by seven
figures—on labor, ingredients and even uni-
forms to create a stronger brand identity for
the Asian concept.

The new Big Bowl is as young and hip as
it was when it first opened 13 years ago, but
now has an environmentally friendly and
natural bent. Such a focus should strengthen
Big Bowls position with Generation Y diners.
Research from Cone Inc. and AMP Insights
found 83 percent of these young diners
would trust a company more if it is socially
or environmentally responsible.

Chicago-based Lettuce Entertain You
Enterprises created the casual-dining Chinese
and Thai restaurant in 1994. In 2001, LEYE
sold Big Bowl to Dallas-based Brinker Inter-
national. But Brinker wasn't successful at
expanding Big Bowl because it didn’t appre-
ciate the concept’s urban vibe, according to
McGowan. So, in March 2005, LEYE bought
the concept back.

Natural Resources

Since then McGowan has led a team to
rebrand Big Bowl. Over two-and-half months
they tested dishes, re-evaluated ingredients
and procedures, and overhauled the menu.
Big Bowl began roasting and grinding pea-
nuts in-house for peanut sauces. It started
purchasing heirloom pork from small pro-
ducers, hormone-free chicken, organic fair-
trade coffee and local produce.

The company is also trying to use as
much seasonal produce as possible, sourcing
from organic and local farmers and co-ops.
As much as 60 percent to 70 percent of the
menu is now all-natural, organic or local. Up
next: all-natural beef.

“I don't think anybody in our price point
is doing this much,” McGowan says. While
prices of these ingredients are almost double
what Big Bowl used to pay—increasing food
costs by 2 percent, or about $500,000 annu-
ally systemwide—menu prices have inched
up $1 or $2.

McGowan knows it takes more than all-
natural meats and local produce to make a

March 2007 I Chain Leader
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Food costs are up 2 percent since Big Bowl
began using local and all-natural ingredients.

SNAPSHOT

Concept Big Bowl
Ownership

Lettuce Entertain You
Enterprises, Chicago
Units 8

2006 Systemwide Sales
$27 million

2007 Systemwide Sales
$28 million

(company estimate)
Average Unit Volume
$2.5 million to $3 million
(company estimate)
Average Check

$13 lunch, $18 dinner
Expansion Plans

1 every 12 to 14 months

restaurant “green” in consumers’ eyes. Not

all concepts that become eco-friendly get the
good will that goes along with it. “Companies
that do it on their own can be accused of
‘greenwashing,” cautions Michael Oshman,
executive director of the Green Restaurant
Association.

While Big Bowl has yet to undertake efforts
like composting organic waste, the chain is
looking at back-of-the-house options for sav-
ing water and natural gas. It is also evaluating
more environmentally conscious alternatives
for everything from napkins to light bulbs.

Late last year Big Bowl hired Michael Alan
Stein, a Chicago-based designer, to create
new uniforms for Big Bowl servers that are
made of eco-friendly fibers.

“I'm not peace and granola,” McGowan
says. “But if there are things I can do to make
a difference because I am fortunate enough
to be in charge of a $25 million to $30 mil-
lion company, then I have a responsibility
to do them.”

The Devil’s in the Details

The improvements were possible, in part,
because Big Bowl increased spending on labor
by an average of $2,000 per week per store.
LEYE reversed a Brinker decision to eliminate
the position of chef from the kitchen and

The Big Bowl vibe is designed
to be more urban than its
Pan-Asian counterparts.

Niman Ranch heirloom pork

is one of the natural ingredients
used at Big Bowl. The high-
quality pork ties in with the
traditional Chinese belief that
pigs are a symbol of prosperity.

added more hosts, hostesses and other staff.

“Over the course of a year, that's almost
$1 million. No public company would ever
do that. But it was what I thought we needed
to do to bring Big Bowl back,” McGowan
says. “Most public companies are bottom-
line driven. We are top-line focused. I teach
everyone to worry about growing sales, and
we’'ll figure out a way to make money.”

Between 2005 and 2006, sales at the
eight-unit chain increased by $2.5 million,
which McGowan attributes to higher check
averages, the LEYE frequent-diner program
and other efforts. From 2006 to 2007, the
increase will be less dramatic: $1 million.

In 2008, Big Bowl will open its next unit;
the location has not yet been announced,
but Scottsdale, Ariz., is being considered.
Then the company will add one store every
12 to 14 months.

Sales growth until then will come from
increasing Big Bowls $18 dinner tab to $20
to $22. McGowan thinks customers will be
willing to pay more for organic and natural
foods if they are marketed appropriately. In
addition to a blackboard at the front of the
restaurant, Big Bowl is promoting its new
commitment to organic and natural foods
with a specials sheet and servers trained to
discuss it with diners.

“As Big Bowl morphs from the funky
noodle and rice shop it was 10 years ago,
we're getting more adult and sophisticated,”
he says. m

m|nd8 for reStau rantS Carter=Burgess

Crunch time or not

Our experts top your expectations.

A successful restaurant rollout needs crisp, decisive action from
beginning to end. To stay on schedule and meet your revenue weeks,
you need someone who does more than just chip away at your job.

You need Carter & Burgess.

800.570.1985 www.c-b.com

architecture
design
engineering

site development
refrigeration

environmental graphics
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Serve sensational-tasting chili that's a match for scratch. Made
to our demanding standards with the finest quality pinto and
kidney beans, chunks of premium beef and zesty vegetables in
a rich, flavorful sauce.

Entrée, soup or side, our ready-to-serve chili is ready to wow
your customers. And wow you, with a 96 oz. batch-size pouch
that's easy to store and pour. Taste why being picky about
quality makes our chili the very best.
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EcoSmart™ products

demonstrate our
\ commitment to greener,
more energy-efficient

Unsurpassed energy-saving performance makes our smart"”) eclicieeY

new gas fryer better for the-€nvironment — and"great for ~3 7 Fi: : F'%x ]
your bottom line. low emission levels and flue temperatures
keep-kitchens cooler. And fast oil temperature recovery

decreases cooking times — even'when frying the heaviest loads. |- — ,;_!

Also available in electric models. Discover why our new fryer

is a smart addition to any kitchen on the planet.

ALTO SHAAM.

W164 N9221 Water Street, P.O. Box 450
Menomonee Falls, WI 53052-0450, U.S.A.
Phone (262) 251-3800 * 1-800-558-8744 U.S.A. & Canada
Fax (262) 251-7067 » 1-800-329-8744 U.S.A Only
www.alto-shaam.com



Mills Family Farms
Wholeaves

So Fresh, you can almost taste the California sunshine!

Wholeaves®

f you waste about as much lettuce as you sell, it'’s time to take a fresh look at Advantages
Mills Family Farms Wholeaves®. With virtually nothing to throw away, Mills Family
Farms Wholeaves® will revolutionize your product line—and your bottom line. - Award winning taste

+ Superior shelf life
Because this hand-picked product comes to you 100% ready-to-use, there’s absolutely no

fuss, no muss and no waste. Nothing makes better sense. * 100% usable
+ Food safe

Our patented production process begins right in the field, where only the finest quality leaf
lettuce is chosen to become Mills Family Farms Wholeaves®. They are treated with great
care every step of the way, preserving the natural vitality of each leaf. You can be sure that

each Mills Family Farms Wholeaves® will arrive in your cooler as fresh, crunchy and flawless * Available year round

as nature intended. - Kosher certified
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+ Washed and ready to use

+ Consistently the finest quality

L\\U.qunr

S ' o
www.MillsFamilyFarms.com ,g“v “ v;_
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info@MillsFamilyFarms.com K‘ z

P.O. Box 3070, Salinas, CA 93912 ?( Er ‘929 o*‘ /

831.757.3061 American Heart

Questions or comments? Association

Call Dave Mills directly at 831.320.0070 Products displaying the heart-check mark
meet American Heart Association
food criteria for saturated fat and cholesterol
for healthy people over age 2.

Call or \/ v heartcheckmark.org

ADa

THE COLOR way ™

SINCERO5.3)

email us ) r 9 )
for our 'i'
free CD! \ o) /



Portrait by Deborah Whitlaw Llewellyn

-
| -
=

Closing the

i
. |
. ‘*

Arby’s Amy Alarcon complements beef sandwiches with new
fresh deli items, flavorful wraps and snacks. By Monica Rogers

Arby’s Market Fresh Reuben—
with corned beef or turkey,
Swiss cheese, Thousand
Island dressing and sauer-
kraut on thick-sliced toasted
marble-rye bread—started
as a limited-time offer in April
2005, but quickly became
the No. 1-selling item in the
Market Fresh category. It
moved to core menus in 2006
and inspired a wrap version
LTO in December 2006.

he hat-shaped thought balloons floating over guests’

heads in the current “I'm thinking Arby’s” ads were
designed to show that there’s plenty of grazing room in
those 10-gallon dreamscapes: Room for old-school Beef
'n Cheddar sandwiches. Room for premium-priced Mar-
ket Fresh Martha’s Vineyard Salads with spinach, romaine,
apples, cranberries and almonds. And room for lots
of full-flavored snackables in between.

Just over a year into its “something different, something
better” brand-strengthening campaign, the
Atlanta-based sandwich giant continues
to carefully balance core products that
appeal to typical 18- to 34-year-old
QSR lovers with items targeting fast-
food-selective moms and foodies.
That’s led to Spicy Cajun Fish Sand-
wiches on one end of the menu
board and Fajita Beef Flatbread
Melts on the other.

March 2007 I Chain Leader 25
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Arby’s Market Fresh line of salads,
sandwiches and wraps is the company’s
fastest-growing menu category.

Arby’s continues to add
new wraps. The Southwest
Chipotle Chicken version,
featured as an LTO last
summer, included grilled,

additive-free chicken breast,

pepper bacon, colby-Jack
cheese, red onion, lettuce,
tomato and spicy chipotle
mayonnaise.

According to Director of Product Develop-
ment Amy Alarcon, guests continue to want
heritage products like Arby’ roast beef sand-
wiches but are showing increased interest in
big, more diverse flavors. “We're consistently
looking for premium, unique items not typi-
cally served in the drive-thru environment,”
she says.

Balancing Act

Scrupulous balance in menu initiatives is
crucial at this juncture in Arby’s story. Par-
ent company Triarc’s July 2005 acquisition of
its largest franchisee, RTM, bumped Arby’s
company-store totals to more than 1,000

from 233—important as the chain refines
operational practices and steps up growth.
“RTM had a huge number of territories—22
states—tied up for expansion,” explains
Michael Gallo, senior research analyst with
Albany, N.Y.-based investment-management
firm CL King and Associates. “Acquiring
them was a natural part of Arby’s evolution.’

Also in motion, Triarc is expected to spin
off its Deerfield asset management compa-
nies as part of current corporate restructur-
ing, which would make Arby’s a stand-alone
restaurant company. With all that in mind,
“Arby’s foremost focus right now has to be
on increasing sales and making the core

3

MENU SAMPLER
ROAST BEEF SANDWICHES

Beef 'n Cheddar: slow-roast, thin-sliced roast beef with cheddar cheese sauce on

warm, toasted onion roll with red sauce, $3.79

MARKET FRESH
Market Fresh Martha’s Vineyard Salad: mixed greens tossed with grilled chicken
breast, shredded cheddar cheese, diced apples, dried cranberries, grape
tomatoes, toasted almonds and raspberry vinaigrette, $4.99

Market Fresh Chicken Salad Wrap, with chicken-breast meat, pecans, apples,

grapes, mayo and lettuce, $4.79

Market Fresh Reuben
Sandwich: choice of
thin-sliced corned
beef or turkey with
melted Swiss cheese,
sauerkraut and Thou-
sand Island dressing
on toasted marble-rye
bread, $4.49

SIDES & SIDEKICKERS
Curly Fries: seasoned
ringlets deep-fried in
nonhydrogenated corn
0il, $1.59 medium

Chain Leader I March 2007

With bacon, green
onion and aged
cheddar cheese,
Arby’s deep-fried
Loaded Potato
Bites are part of the
company’s move to
add more snacks.

brand successful,” says Dennis Lom-
bardi, executive vice president and
food strategist for Columbus, Ohio-
based WD Partners.

That means staying squarely in the
QSR sandwich game with upgraded
mainstream items such as chicken
and fish sandwiches, at the same
time that Arby’s extends the Market
Fresh premium-product line, says
Gallo. Arby’ recent switch to chicken
not injected with water, phosphates
or fillers was important, says Gallo,
because chicken was an underper-
forming product category for Arby’s.

Chicken, Naturally

Launched February 2006, Arby’s
Chicken Naturals initiative was one
of Alarcons first big projects after
coming on board in 2005, tying

in nicely to a 19-year career that’s
included positions at Pollo Tropical,
Church’s Chicken, Taco Cabana and
Burger King. Because the protein is
processed without the addition of
water, seasoning or phosphates, the
chicken tastes better in the finished
dish, says Alarcon. The new all-
breast-meat chicken is now featured




Never too hot. Never overpowering. Never overpriced.

Texas Pete® bv‘ings out more of fooc]'s natural ﬂavov‘ and
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Concept

Arby's

Headquarters Atlanta
Parent Company Triarc
Companies Inc., New York
Units 3,500

2006 Systemwide Sales
$3.30 billion*

Average Unit Volume
$900,000*

Average Check $7

*CL King estimate

mtoque of the town

Arby’s will continue to expand its
use of additive-free chicken.

more than a dozen ways—as tenders and in
wraps, salads and sandwiches.

Arby’s savory Southwest Chipotle Chicken
Sandwich is the latest item in the line. Tested
in January 2006, the limited-time-offer sand-
wich “drew immediately positive consumer
feedback and drove sales,” says Alarcon, who
will not release specific sales increases. Fea-
tured systemwide July through August 2006,
the $3.99 sandwich included customers’
choice of deep-fried or grilled chicken-breast
fillet topped with pepper bacon, colby-Jack
cheese, red onion, lettuce, tomato and spicy
chipotle mayonnaise.

The Spicy Cajun Fish Sandwich, in stores
through April 8, was developed out of last
year’s successful fish campaign. The com-
pany sold more than 2.5 million pounds of
fish during 2006 “2 for $4” fish sandwich
promotion. Adding new news, Alarcon and
team developed a spicy Cajun tartar sauce as
a sandwich topping option and relaunched

The Martha’s Vineyard
salad—with diced
chicken, cheddar

the fish promotion in
January with choice of

cheese, apples, C1a551.c FlSh. Sandwmh
cranberries, grape or Spicy Cajun Fish
tomatoes, toasted Sandwich.

almonds and raspberry
vinaigrette—was the
No. 1 seller in the
Market Fresh Salad
category in 2006.

Little Bites, Big Focus
Side dishes and snacks
are another important
focus. Alarcon and her
team developed Loaded
Potato Bites, $2.79 for five pieces and $4.29
for 10 pieces, to recreate the classic loaded
potato as a portable, bite-sized item. The
seasoned-potato triangles are filled with
bacon, chives and aged cheddar cheese, deep-
fried and served with ranch-sour cream dip-
ping sauce.

First launched in 2005 as a limited-time
offer, Loaded Potato Bites sold so well that
they rolled onto the core menu in January
2006. “[Loaded Potato Bites] rank high on
the list alongside mozzarella sticks” on Arby’s
Sidekickers menu, Alarcon says, but will not
quantify sales.

Fresh Opportunities

Arby’s Market Fresh line of sandwiches,
wraps and salads continues to be the fastest
growing component of Arby’s menu. Some-
thing of a swing player for Arby’, the Market
Fresh products are at the top end of Arby’s
price points. Sandwiches such as the $4.89
Roast Turkey and Swiss with lettuce, tomato,
red onion, mayo and spicy brown mustard
are priced $2 higher than the mainstream
Roast Beef sandwich, $2.49.

But at Arby’s fast-casual test concept,
Arby’s MarketFresh, Roast Turkey & Swiss
seems pedestrian next to the Fill Your Bowl
salads made by a “salad tosserrie chef” with
choice of 30 ingredients, hot-pressed crostini

Q: How do you prevent Salmonella Bacteria

from entering your kitchen?

www.safeeggs.com
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REMOTE CONTROL.
THE NEW SECURE & CONVENIENT
REMOTE CONDIMENT DISPENSING SYSTEM.

DISPENSE MORE WITH LESS EXPENSE. SYSTEM IS TOTALLY SEALED. NO CO2 NO CROSS SERVER

CONTAMINATION. RUGGED STAINLESS STEEL PUMPS. PORTION CONTROL. PUMP IT UP.
VISIT WWW.REMOTE-DISPENSING.COM

@Listed 1-800-558-8722 | INNOVATION IS SERVED"™

©2007 Server Products Inc.
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The Beef 'n Ch

Arby’s No. 1-selling roast
beef sandwich in 2006.

eddar was
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Arby’s new Flatbread Melts were developed out of the
company’s experience with an earlier Market Fresh Gyros
limited-time offer. The melts top beef with melted cheese,
veggies and sauce.

sandwiches on rosemary-sourdough bread,
or oven-toasted ciabatta subs that are also
offered there. “At the Arby’s MarketFresh
test stores, the deli sandwiches and wraps
are offered more for guests on the run, but
the menu emphasis is on the other items,”
says Alarcon.

While Arby’s plans to expand testing
of fast-casual Arby’s MarketFresh units,
its primary focus for 2007 will rest on the
Market Fresh menu category within regu-
lar Arby’s units.

Thinking Outside the Box

Alarcon, who grew up in North Carolina
in a family that gardened and cooked with
all sorts of fresh produce, was drawn to the
product-development role at Arby’s largely
because of the nontraditional opportuni-
ties the Market Fresh category offered in a
fast-food environment. She sees plenty of
continued potential for the category. Mar-
ket Fresh wraps, for example, with their
portable nature, have done well since their
launch in 2003, although Arby’s will not
release specifics.

Newest out of the box, Flatbread Melts
were developed out of the company’s expe-
rience with a limited-time offer from April
to June 2006: the Market Fresh Roast Beef
Gyro, $2.99. Made with layers of Arby’s
roast beef seasoned with oregano, lemon,
garlic, salt and pepper, topped with toma-
toes, lettuce and red onion, and served on
warm pita flatbread with cucumber-gyro
sauce, the Market Fresh Gyro did well.
“But the bread itself did even better,” says
Corporate Executive Chef Neville Craw.
“Guests loved the bread, and we knew
there were other ways to extend this with
different flavor profiles,” agrees Alarcon.

So the development team created two
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Buyers & Sellers:
Meet Your Match

BuyerZone is the leading online marketplace for business purchasing.

Millions of buyers use BuyerZone’s free Request for Quotes service

to quickly get multiple bids from top vendors who can meet their needs.
Sellers get connected to prospective new customers

with near-term buying plans. It’s a win-win situation —

resulting in billions of dollars in purchasing transactions each year.

Try BuyerZone now. It’s the smart move for your business!

Visit www.BuyerZone.com/retail
or call 1.800.601.5224
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A division of
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BuyerZone’s Request for Quotes
service is available for more than
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...and more
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toque of the town

Arby’s is trying bolder flavors, more
portable shack items and fresh deli fare.

To give kids a more healthful option, Arby’s added two miniature, crustless
versions of its Market Fresh sandwiches in February. They can be bundled
with a fruit cup and milk or juice for Arby’s Kids Meal, offering an alterna-

tive to fries and soda.

flatbread melts, each selling for $2.99, which were
tested in June 2006 and launched in February. The
Fajita Beef Flatbread Melt—roast beef with fajita spices,
melted pepper-Jack cheese, grilled onions, peppers and
jalapenio-ranch sauce—and the Philly Beef Flatbread
Melt—with roast beef, melted Swiss cheese, grilled
onions, peppers, Parmesan-peppercorn sauce—will be
featured through April 14.

Beyond work with Market Fresh wraps, Arby’s is
expanding healthful options in the category. Salads, for
example, are a focus, although Arby’s can’t comment
yet on which new salads it will launch this year.

And providing families with healthier kid-friendly
options? Alarcon and team recently developed miniature,
crustless versions of Market Fresh sandwiches that can
be bundled with a fruit cup and milk or juice for Arby’s
Kids Meal. “We wanted the kids meal to be healthy, but
also to be something that kids would really love,” Alar-
con explains. Tested in 2005 and launched in February
2006, the mini-crustless options currently include tur-
key and cheese and ham and cheese.

Moving forward, Alarcon says Arby’s will continue
to shape marketing initiatives and new product intro-
ductions toward a “broader consumer base—especially
hard-to-reach young males.” m

ZATARAINS

A New Orleans Tradition - Sinice 1889
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Only Zatarain's brings the authentic flavor and passion
of New Orleans to your kitchen. With more than 117 years
experience, we combine the best of Louisiana to create
products that are versatile, convenient and cost-effective.
- When you want to create your own New Orleans-style

dishes, start smart—Start with Zatarain's.
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President Kim Lopdrup is
broadening Red Lobster’s
appeal with a new menu,
new prototypes and
beefed-up operations.

Kim Lopdrup plays up
RED LOBSTER’S seafood
expertise to enhance
its image.
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SNAPSHOT

Company Red Lobster
Headquarters
Orlando, Fla.

2007 Systemwide Sales

$2.6 million* ‘ 7
Units 682 i -y
Average Unit Volume !
$3.6 million

Average Check \
$17

Expansion Plans

2 to 4 in fiscal 2008,

5to0 10in 2009

*Oppenheimer estimate;
fiscal year ends May 31
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Portrait by Steven Widoff

By David Farkas

Red Lobster doesn't have outposts in Maine, or anywhere else in New
England for that matter. But tonight that isn’t keeping President Kim
Lopdrup from imagining a food-related connection to the Pine Tree State.
“Maybe a possible culinary center,” he muses over a plate of grilled salmon—
an item from the new fresh fish menu—in a Red Lobster a few miles from
parent Darden Restaurants’ headquarters in Orlando, Fla. “Customers

tend to perceive we're from Maine.”

Still, perhaps aware that he’s just made a
forward-looking statement, he quickly adds
that any center won't be on the agenda for at
least two years. For now, Lopdrup is orches-
trating phase two of a three-phase plan that
includes 16 types of fresh fish, new opera-
tions standards and a prototype designed to
provide a “refreshing, seaside dining expe-
rience” reminiscent of Maine. The 7,200-
square-foot eatery, which opened on a mall
pad in North Olmsted, Ohio, in September,
downplays a nautical theme. Asks Senior
Vice President of Development Jo El Quin-
lan: “How many nautical cues could go away
and people still would say, ‘It’s a seafood res-
taurant?” Thats the push.”

These efforts and a raft of others, the goal
of which is to reinvigorate sales and guest
counts, began when Lopdrup was appointed
to the top slot in May 2004. Same-store sales
had been tumbling along with guest counts
and guest satisfaction scores since fiscal
'02, the result of unfocused marketing and
discount-heavy promotions. Net income at
Darden, which is heavily dependent on Red
Lobster’s operating profits, dropped 2 per-
cent, to $232.2 million in fiscal ’03 (ended
May 31). Then-President Edna Morris
resigned in October "03.

Seafood Behemoth

A few months later, interim-President Richard
Rivera hired Lopdrup, a marketing specialist
with a Harvard M.B.A., who was working for
Allied Domecq’s QSR division. As marketing
boss, Lopdrup put the kibosh on discounts
and began emphasizing the chain’s seafood
expertise through careful, value-oriented
promotions. “We need to compete as a sea-
food restaurant. Thats a fight we win easily
because of the competitive advantages we
have,” he says later in his corner headquarters
office, still outfitted with Rivera’s furniture.

Those competitive advantages—
including arguably the best seafood
supply chain in the country—have already
put Red Lobster so far ahead of its com-
petitors that “winning” is nearly beside the
point. No competitor approaches the 39-
year-old chain’s 28.2 percent share of the
$8.7 billion the top 10 seafood chains rang
up in 2005, according to Technomic Inc., a
Chicago foodservice research company. Joe’s
Crab Shack came the closest in '05 with a
5.2 percent share.

Lopdrup earned the presidency after sales
increased in fiscal '04. He then filled key
roles in marketing, operations and human
resources with executives from Olive Gar-
den, Red Lobsters triumphant sibling, which
has posted 49 consecutive quarters of same-
store-sales gains following a re-imaging.
“Part of my thinking was they helped turn
around Olive Garden,” Lopdrup says.

Meanwhile, Lopdrup and Executive
Vice President of Operations Kelly Baltes,

a former operations vice president at Olive
Garden, traveled throughout much of Red
Lobster’s 682-unit empire seeking input
from its operators before launching phase
one. Feedback convinced them to simplify
operations and marketing. They trimmed the

Customers still lust for shellfish, like Red Lobster’s
new Lobster and Seafood Mixed Grill. Lobster tail,
scallops, crab and shrimp comprise 87 percent of
a unit’s sales, officials say.

cover story

Since 2004, Red Lobster has
been upgrading its look and
offerings, hoping to recapture
the luster lost after unfocused
marketing and discount promo-
tions weakened comparable
sales and guest counts.

Slow Going

Systemwide Sales
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cover story

(From 1.) Executive Vice
President of Marketing
Salli Setta, President
Kim Lopdrup, Director
of Culinary Operations
Michael LaDuke and
CO00 Kelly Baltes.

Research showed Red
Lobster didn’t get full
credit for freshness.
Today, grilled fish is one
of several menu cues that
the seafood giant is finally
on trend.

Lopdrup is also changing
plateware. The brightly
colored china that helped
define Red Lobster’s
Coastal Home period
(pictured here) will be
replaced by a toned-down
solid color.

Chain Leader I March 2007

menu by half, made recipes easier to follow,
and worked on seating and serving custom-
ers more quickly during busy times.

Lopdrup describes phase one’s impact on
the restaurant-level rank and file as “a bit of
a cultural change from the way we used to
operate.” Baltes, however, during an operator
panel discussion at an industry gathering last
year, reportedly said aligning operators with
company programs proved to be “a huge
challenge.”

Strong Start

Whatever the case, the initiatives paid

off handsomely. Guest-satisfaction scores

climbed to record levels, while same-store

sales rose for seven consecutive quarters
from fiscal '05 through fiscal

'06. Improvements in opera-

tions, labor and other cost con-

trols—all part of phase one—led
to the highest operating margin,
21.5 percent, in Red Lobster his-
tory. Oppenheimer & Co. analyst
Michael Smith, who has a “buy”

rating on Darden, believes Red
Lobster is poised to duplicate Olive
Garden’s success. “The same oppor-
tunity exists,” he declares.

Growth has been harder to come
by. Sales at Red Lobsters open for
more than a year climbed barely 1
percent in the second quarter (ended Nov.
30), and that gain was largely due to pricing
and menu mix changes. The chain caught a
break in December: Mild weather along with
a price hike and a promotion helped deliver
an 8 percent increase in same-store sales.
Comps rose 3 percent in January while traffic
dropped 1 percent. Guest counts, 7 percent
below '02 levels, remain problematic.

To be sure, casual dining in general feels
Red Lobster’s pain. With revenues hampered
by increased competition and consumers

“We are positioning
Red Lobster to be

the best seafood
restaurant on the planet.”
—President Kim Lopdrup

looking for deals, full-service operators have
put the brakes on unit growth (Red Lobster
will open two to four units in fiscal '08),
emphasized value and, like Darden, repur-
chased vast amounts of their own stock to
prop up the price.

Buckingham Research analyst Mark
Kalinowski, who rates Darden stock a
“neutral,” nonetheless calls Lopdrup’s plan
“credible.” Although Kalinowski doesn’t
believe it will produce “gangbuster num-
bers” like Olive Garden has, even modest
same-store-sales gains should allow the sea-
food giant to be a significant contributor to
Darden’ earnings, he says.

Lopdrup, of course, is only midway
through his plan, though he isn't shy about
the result. “We are positioning Red Lobster
to be the best seafood restaurant on the
planet,” he boasts.

It's About Freshness

Enter the new fresh fish program. Although
fresh fin fish has been on the menu for a
long time, it was rarely, if ever, promoted. It
makes up only 13 percent of sales. Shellfish
drives the business.

But the word “fresh” is hard to resist these
days. Lopdrup frequently describes his mis-
sion in terms of creating “fresh, clean, friend-
ly and full” restaurants. The chain’s brand
promise, which is printed on a laminated
card management carries around, notes:
“Fresh, delicious seafood prepared with culi-
nary expertise.”

Fresh is really important when applied
to seafood. Red Lobster’s research revealed
current customers were not giving the res-
taurants much credit for it despite the com-
pany’s vaunted global connections and rapid
seafood delivery system. “When we looked
across the board, we are not perceived as
fresh as we could be,” allows Executive Vice
President of Marketing Salli Setta. Lapsed
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ew opemngs new menu roll outs and constant pressure
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When you work in the foodservice business you’ve got
plenty on your plate. That’s why you need a supplier who
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“The fastest
growing markets
are in the

Sun Belt, and
that’s where we
have the most
opportunity.”

—President Kim Lopdrup

users told officials they thought Red Lobster
was a dated chain that served frozen food.

Last October, the restaurants rolled out
a separate fresh fish menu that’s printed
twice daily and always features five to eight
species. Fish orders are grilled, broiled or
blackened. Managers can pick from among
16 available species, depending on what sells
best in their trading areas, Setta says.

Setta meanwhile hired Director of Culi-
nary Operations Michael LaDuke, former
executive chef at Epcot Center in Disney
World. In addition to working on promo-
tions, LaDuke is creating up-to-date reci-
pes. Research also showed that customers
deemed dishes “fresh” when they contained
sauces and herbs. “We are trying to push out
flavors beyond butter and lemon,” he says.
To date, the menu hasn’t gone further up the

New wide-mouth, kitchen friendly

1/2 gallon plastic bottle
uchee-POHT-lay”
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-~ Chipot
TABASCOfoodservic

© 2007. The TABASCO® marks, bottle and label de

exclusively of Mcllhenny Company, Avery Island, LA 7051: .

The bar in the prototype
features wood floors, trendy
lighting and a granite
bartop, subtle hints that
Red Lobster is no longer
just for the senior set.

International Maritime
Signal Flags spell out “fresh”
in the prototype’s booth-
dominated dining room.

flavor scale than “sweet and spicy glaze” and
“Cajun spices.”

“It’s really important to signal to people
food is freshly prepared,” declares Setta, the
former Olive Garden executive responsible
for creating the Culinary Institute of Tuscany,
which added authenticity to that chain’s
menu. Lopdrup, who can imagine setting
up a similar seafood-related school in Maine,
calls the fresh fish program “the moral equiv-
alent of CIT.”

Fish House

So far, the only physical structure heralding
Red Lobster’s new direction is a prototype

in front of Sears in a Cleveland suburb. A
second one opened in Englewood, Calif., last
month. The look is a noticeable departure
from the bright, Caribbean-influenced Coast-

smoked Red Jalapenos
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Find culinary inspiration with MINOR’Se new Signature™ Flavor sauces. Handcrafted to capture 2 Qo M S

the pure, genuine personalities of today’s boldest flavor trends, our sauces were designed to allow
you to explore and create—so every dish has your unique touch. Choose from seven distinct
flavors—discover endless ways to make them your own. Find out more by calling 1-800-243-8822
or visiting NestleFoodServices.com.

Cilantro + Miso Ginger - Roasted Garlic + Ancho
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“It's been two-and-a-half %

years since we've run a discount g
promotion. We don’t intend to get
on that treadmill again.”

—President Kim Lopdrup
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The North Olmsted, Ohio, prototype—on a mall pad
in front of Sears—is an attempt to downplay
the chain’s once prevalent nautical theme.

al Home prototype, which debuted about
five years ago. The chain built roughly 50
of them and remodeled dozens of others
with its colorful elements.

The current design has been toned
down considerably. The booth-dominated
interior features dark woods, subdued
fabrics, subtle lighting and textured glass.
The bar top is granite. Small, framed
signal flags surround the room, the only
color accents. Outside, a lighthouse-like
tower, bright white trim and word graphics
(“Fish,” Lobster,” “Chowder”) are the only
nautical clues. “We are trying to achieve a
design thats warm, welcoming and up to
date—something that’s not trendy or fad-
dish,” explains Quinlan, who designed
the prototype.

More changes are in store. The building’s
next iteration will be 400 square feet small-
er, have 14 more seats and cost $130,000
less. Lopdrup won't disclose its price tag or
say if its meeting return hurdles. “We are
very pleased with its results,” he allows.

The new restaurant is just one of three
designs in test, although the other two
haven't been built. “We are working to
identify the best possible future,” Lopdrup
explains, adding that of the two other
designs, one is more “pushed out” and
geared to lure customers who might have
given up on Red Lobster years ago.

Those folks are likely affluent, educated
and over 50, a demographic with the
greatest propensity to consume fresh fish,
according to Setta. Red Lobster, of course,
would love to have them back, thereby
raising sales and incremental traffic. Yet,
like a savvy politician, Lopdrup isn’t about
to risk his base by making its favorite place
to crack crabs and lobsters into an expen-
sive-looking seafood house. “What we need
to evaluate is what impact [the design]
has on our core users,” says the son of
Danish immigrants. “That has yet to be
determined.” m
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¢ 6 Combining the leading
retail turkey brand with
the leading foodservice

brand is as obvious to me

as E=V(pc)2 + (mc?)%.99

- Albert Einstein

. BUTTERBALL
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Okay so Einstein didn’t really say that, but he might have if he’'d + —_
known about Butterball Foodservice. After all, Carolina Turkey has W
Y ~

combined its knowledge of the foodservice industry with the consumer \__
recognition of the Butterball brand. Which means it’ll be a whole lot
easier (and wiser) to start putting turkey on your menu. Learn more
about the sheer genius of Butterball Foodservice at Butterball.com. Genius

Menu concept: Turkey Napoleon © 2007 Butterball, LLC.
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franchise management

Close
CONTACT

Taco Del Mar master
developers Scott Redlich (1.)
and Fred Vosloh plan to open
110 stores during the next 12
years: “It's fortunate these
guys know as much as they
do,” Vosloh says of Taco

Del Mar’s regional business
directors.

(Opposite) Even with the RBD
system, Vice President of
Operations Bruce Lane says
it will be challenging for Taco
Del Mar to “roll out the whole

brand image” in new markets.

Chain Leader I March 2007
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Regional business directors
will help Taco Del Mar expand
to new markets around the

country. By Lisa Bertagnoli

M anaging the franchisees of a chain
when half its units are in three states

is one thing. But as a chain expands nearly
3,000 miles away, franchisee management
becomes more challenging.

During the next year, Taco Del Mar will
open 120 units, plus add 15 master devel-
opers and 100 franchisees to its system.
The Seattle-based Mexican QSR also plans
to expand in markets as far-flung from the

home office as Illinois and Mississippi.

With those plans, it became
clear to President David Huether
that Taco Del Mar would have to
change its system of managing
franchisees and master devel-
opers. No longer could a few
employees at headquarters help
franchisees with site selection,

building and marketing via
telephone and e-mail; no lon-
ger could Huether handle field
operations.
His plan: Station regional business direc-
tors, or RBDs, in markets around the coun-
try, and hire a vice president of operations to
manage them.

A Geographical Approach

Huether began by hiring a vice president of
operations. Bruce Lane, former director of
operations at Atlanta-based MCap Restaurant
Group LLC (its three brands include Zaxby’s)
and a one-time Walffle House franchisee,
joined Taco Del Mar in January. “It took me
six months to find him,” Huether says, not-
ing that he was looking for candidates with a
mix of multiunit and brand experience in the

United States and overseas.

The second step: reorganizing the RBDs
already on staff. Chip Wicks, Tom McDer-
mott and Kym Hagel remain based in Seattle:
one handles Canada, Arizona and Nevada;

a second, Idaho, Montana, Washington and
Oregon; and the third, California, Hawaii
and Alaska. The fourth, Chris Doyle, relo-
cated to Chicago to handle the Midwest.

The third step is under way: hiring RBDs
for the Southeast and East. Taco Del Mar
recently hired Bruce Chaffee to work out of
St. Louis, where he’ll oversee Puerto Rico,
plus the Midwest east of the Rocky Moun-
tains and west of the Mississippi River.

Lane says it’s not easy to find managers who
understand the role of an RBD. “Its not an
employer-employee relationship, which is
what a lot of people are accustomed to,” he
says. “We have to have a person who can
work with a franchisee in a 100-percent
partner relationship.”

Good RBDs can be difficult to find, con-
curs David Mansbach, managing director
at HVS Executive Search in Mineola, N.Y.
While franchisors look for regional directors,
large franchisees want operating partners to
do the same job. “Companies are getting that
[franchise management] is a critical part of
their plan,” Mansbach says.

Lane and the RBDs communicate via con-
ference calls, plus phone calls and e-mails
several times a day.

Even with constant phoning and e-mail-
ing, Lane travels 40 percent of the time.
“Nothing replaces the personal visit with
master developers or franchisees, on a per-
sonal or professional level,” he says.




A Personal Touch
Fred Vosloh, master developer for the Gulf
South and franchisee of a store in Flowood,
Miss., says working with an RBD has helped
make his entry into the restaurant business
easier. “We're neophytes in this, no two ways
about it,” says Vosloh, a former software
developer.

Vosloh has called on Doyle for help with
several issues. When Vosloh discovered
that employees were throwing away huge
amounts of guacamole, Doyle suggested that
employees make the guacamole mix and add
avocado only as needed. The restaurant has
since cut down on guacamole waste.
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Doyle has also helped Vosloh find prime
locations in and near shopping malls. “I
can't imagine doing this without support,”
Vosloh says.

Proximity to franchisees is by far the big-
gest benefit of the RBD system. “We have
people closer to our customers, the franchi-
sees,” Huether says. “It makes our ability to
support franchisees and master developers
more effective.”

And more effective support means higher
profits. “We only get paid because franchi-
sees are successful, and they pay us royal-
ties,” Huether says. “That’s the only way we
make revenue.” m
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Concept Taco Del Mar
Headquarters Seattle
Units 229

2006 Systemwide Sales
$61 million

Average Check $7.50
Average Unit Volume
$700,000*

Expansion Plans

150 to 170 in 2007

*Chain Leader estimate

Home Sweet
Marketing-Saturated

Home.

Finally, you have a way to reach consumers
somewhere other than their marketing-
saturated home — the workplace, where the
majority of purchase decisions are made.

Since 1988, WorkPlace Media has helped
companies like yours increase traffic and sales.
We've built a network of employers who agree
to deliver our clients’ offers, certificates or even
samples at work - a time when other marketers
are ignoring them. Maybe that's why WorkPlace
Media delivers 5 to 10 times the results of
traditional print media.

Contact WorkPlace Media — the workplace
experts — today and learn how you can tap into
our network of over 65 million consumers to
increase your traffic and sales.

800.435.7576
www.WorkPlacePrint.com

WorkPlace
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food safety

SNAPSHOT

Concept Taco John’s
Headquarters

Cheyenne, Wyo.

2006 Systemwide Sales
$272 million

Average Check $6
Expansion Plans
Undisclosed

When three Taco John’s
were hit by an E. coli out-
break last fall, the company
put its crisis-management
plan into action, which
included frequent communi-
cation with operators about
how to assure customers.
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Despite planning for the
worst, Taco John’s learned
about crisis management

the hard way.
By Mary Boltz Chapman

Trial by FIRE,

An E. coli outbreak has been traced
to your restaurants. It’s the stuff that
nightmares are made of. But executives at
Taco John’s were not able to wake up, shake
off the bad dream and head into work. The
nightmare was real. In November and
December, an outbreak affected three units
in Minnesota and Iowa, making 81 custom-
ers ill; 26 needed to be hospitalized.
Coming on the heels of the fresh spinach
recall and outbreak at East Coast Taco Bell
units, the incident garnered a lot of media
attention. The company was named in two

lawsuits (though later dismissed from both).

Health officials were able to trace the strain
of E. coli to lettuce grown in California, but
there are still questions as to how contami-
nated food got through to customers.

“We were shocked and devastated,” says
Vice President of Marketing Brian Dixon.
“Fortunately, however, we started getting
ready two years ago.”

Working on Pre-Prep

Executives at the 430-unit, Chey-
enne, Wyo.-based chain began a
comprehensive vul-

nerability assessment in March 2005. Like
most chains, Taco John’ has long had an
800 crisis line and manual for franchisees to
follow for local incidents. But Dixon says the
company wanted to ensure it was prepared
in case something happened. It brought in
two consultants, one to focus on the corpo-
rate headquarters and the other, crises in the
restaurants or their markets. About a year
ago, the assessment was complete and the
team moved to planning.

Key was a communication plan. “What
roles do we have?” Dixon says the team
asked themselves. “What kind of statements
do we make? What kind of facts do we have
to gather? What attitude do we have to have
to respond quickly? Who speaks?”

Taco Johns installed an e-mail blast pro-
gram and voicemail blast system. “During
the height of this unexpected crisis, we were
able to have conference calls that at one
point involved 290 people on the phone,”
Dixon says. Franchisees received a quick and
consistent message about what they needed
to do to assure their customers. Conference
calls occurred every three or four days, re-
inforcing a package of printed information
and frequent e-mail updates.

However, the technology was not ready

when the incident occurred. According to
Dixon, it was about 70 percent developed
and had to be finished basically overnight.
About 98 percent of Taco John’s system is
franchised, and it found it did not have
up-to-date contact information for every-
one. The company is building a system
in which franchise support in the field
can easily keep their operators’ informa-
tion current.




HACCP Made Simple

TempTrak® Wireless System

@ Wireless technology products are the most exciting thing happening
in the foodservice industry today - especially when related to food safety.

Imagine... taking temperatures and humidity readings of your equipment
every 5 MINUTES (24/7) without lifting a finger; or receiving an alert
o : that the cooler door has been left open for 15 minutes! Better yet, you
[P ' don’t even have to be there to know what's going on!

& ~® Use the same system that hundreds of 5
§ the largest Healthcare Institutions have Temp“ak Featu_"’?'
TempTrak® Remote =& | used for years to monitor temperatures | ®24/7 Temperature Monitoring
§ Wieless System = I of food, medicine and blood. These * Wireless
oring  Paperless

systems monitor thousands of

temperature points across thousands * Hot & Cold Temperatures

of locations. ¢ Temperature Range -150° to 300°F
¢ Instantaneous Alerts
o Simplifies Compliance
: HACCP
Nights, weekends or off-hours *
TempTrak is designed to meet the : ::';:"“ R

spacific neads of your business. ¢ Reduces Foodborne lliness Risk

Intelli-PDA™
Completing a form has never been easier or more reliable.
Use the Intelli-PDA in place of paper, pencil & clipboards -
stop stuffing those filing cabinets!

Add the TAD
for Temperature
Monitoring

Intelli-PDA can take ANY paper form you are currently
using and convert it into an electronic document. Create
conditional checks, corrective actions and alert notifications.
Designed for CHAIN and QUICK SERVE, it allows for

{ﬁ;n;g{ﬁgigsg?eﬁ.and collections across cooper_Atkins
Providing Innovative & Affordable
Solutions For Every Time - Temperature Challenge.
e Find Your Answer - Call Us Today!
888-533-6900 X-203

@0,0%

ATKINS

www.cooper-atkins.com
info@cooper-atkins.com
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food safety

Taco John’s had begun a comprehensive vulnerability assessment in 2005—
two years before an E. coli outbreak affected three of its units.

Another missing piece of the program
was practice. “We planned to have a dry run
and some on-site training,” says Dixon. “It
became on-the-job training. We could have
been a lot more ready if we had a drill and
practiced sending messages and knowing

VOICE OF EXPERIENCE

our roles.”

After the Smoke Clears

The height of the crisis lasted about three
weeks. After the organization got through
it, its focus shifted to recovery. Sales at the
affected units were hit “certainly by double
digits,” and the sales impact lessened as
units got farther away. Taco John'’s used the

Roles include a
point person for man-
aging communication
and another for manag-
ing staff. According to
Dixon, it took a few
days for everyone to
settle into their roles,
noting a high level
of anxiety, especially
before the corporate
office had adequate
answers about the
source of the E. coli.

media attention it was receiving, plus adver-
tising and its own Web site, to assure cus-
tomers and franchisees that its food is safe.
When Dixon spoke to Chain Leader, he
was between a series of meetings debriefing
the management team on the crisis. “It’s not
just a hand-wringing experience, when you
think about all the nasty things that hap-
pened to customers and to businesses,” he
says. “It’s, here’s what we did right, here’s
what we made mistakes on, here’s how we
can improve, here’s how we're going to be
stronger to take better actions in the unlikely
case something happens in the future.” m

L] Brian Dixon, vice president of
marketing for Cheyenne, Wyo.-
based Taco John'’s, offers advice
for crisis management.
¢ Plan that it will happen, so in

case it does, you're ready.
* Make that planning
comprehensive.
e Work on communication: who talks to whom
and how.
e Make sure people know what their roles are.
e Practice.

I thought day-of-the-week labels
were great, until . . .

[ found something faster, easier to use
and more reliable.

At Subway—where freshness is our slogan
food rotation program. Of course, as a m
our bottom line. That's why | did awa
when | saw the FreshMarx handhelg
throw away food because we ca
And we mark all our storage co
a fraction of the time.”

FREE FreshMarx™
handheld labeler sy

Call NOW for details!

8/1-113-6

www.FreshMarx.

© 2005 Paxar Americas, Inc. All rights resarved.

Rob Knowles
General Manager

12 Subway locations in
Greater Lafayette, Indiana

@reshMarx

Helping to Ensure Food Satety

Chain Leader I March 2007




IS YOUR NATIONAL PEST SOLUTIONS PROVIDER

PUTTING YOU

AT RISK?

The smallest pests can do the worst things to your

reputation, your products, and the health of your
customers and employees. Since 1958, Copesan has
been protecting sensitive environments from the

risk of disastrous infestations.

If your national brand requires the most consistent,
accountable, responsive and effective protection

against these violating pests, contact the leaders.

Get Copesan and get protected.

SPECIALISTS IN PEST SOLUTIONS
www.copesan.com 800.267.3726



SECTION

Franchise
[Developer

Handling Franchise Disputes

hether it's over use of advertising dollars, vendor
W restrictions, perceived lack of service or possible

termination, disputes between franchisees and fran-
chisors are a fact of franchise life. “At times it's like a marriage
or any long-term relationship—each side thinks they know more
than the other,” says L. Seth Stadfeld, franchise law attorney with
Boston-based Weston, Patrick, Willard & Redding. Here are his
tips on how to handle and defuse disputes when they arise.
® Talk It Out. Talk to other franchisees or a franchisee associa-
tion first to get some perspective, suggests Stadfeld. Then
approach the franchisor to explain your situation and ask for
guidance or help. Try to work out your issue. Be sure you've read
and understood the dispute-resolution clauses in your contract,
especially those relating to “Choice of Law” (which state’s laws
apply), “Choice of Forum” (where the dispute will be resolved)

and any “Remedial Restrictions”

on legal remedies available to you.
® Meet in the Middle. If you can't
come to an agreement directly, try
mediation, where both parties meet
with their lawyers and a professional
case-settler. "The idea is to have an
independent, knowledgeable third
party meet with both sides to find
out the merits of their claims and
their defenses, and try to find a way
to solve the issue without wasting a
lot of money in court,” says Stad-
feld. Usually the costs of mediation
are split between the parties. Try to
arrange the mediation in a neutral
place, perhaps one that is equidis-
tant between locations. Information
on a Franchise Mediation Program
sponsored by the International Franchise Association and the
American Association of Franchisees & Dealers (AAFD) is
available at www.cpradr.org.

@ Don't Strike. In the heat of a dispute, do not threaten to

stop paying royalties to the franchisor. “If you do a royalty strike,
almost every court will say that the franchisor has a perfect right to
terminate your contract,” says Stadfeld. Stay in compliance with
your agreement while the dispute is unfolding, and be sure to
document your complaint and all correspondence relating to it.

@ Avoiding Battle. If you approach the franchisor early and are
able to reasonably document and explain your issue, you may be
able to work out a solution and avoid getting involved in time-
consuming and expensive legal action.

The Great Harvest Bread Co.
sees disputes so rarely that
it won the AAFD Fair Fran-
chising Seal of Approval.

IMMEDIATE™ S5

FRANCHISE
OPPORTUNITIES

AVAILABLE!

Open Territories — Now is the time. Exclusive teritories are stil available
in major markets throughout the United States.

Phenomenal Growth — #1 casual dining restaurant concept in (anada,
now rapidly growing in the United States. Boston’s has opened 36 new restaurants
in the past three years and now has 46 across the United States and Mexico.

Two (on(epts In One — With a full service restaurant and sports bar
under one roof, it's a double-edged revenue opportunity.
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RESTAURANT & SPORTS BAR

CALL 866- 277 8721 OR CLICK WWW BOSTONSGOURMET COM



SPECIAL ADVERTISING SECTION

Ii These Guys Loolki Happy,
If’s Bccausc Ihcy Are

These two franchise groups own nine 0ld Chicago stores
hetween them and have five more stores under development.
Why? Because when we upgraded the look and feel of our
bar and dining room, and added a classy looking pizza bar
for lunch, sales in their newest stores soared
way above our system average.

THEY THINK WE ARE ON TO SOMETHING BIG.
LOOK AT US CLOSER AND YOU’LL AGREE.

Overall Food Cost — 25%"
Average Unit Volume — $2.4M"

Net Operating Income — 23% *

We're looking for experienced, multi-unit food service
operators to help us expand our 30 year old, 88 store
concept nationwide. We may be the perfect complement
to your existing restaurant portfolio — with plenty of
great territories available.

OLD CHICfIGO

For more information, visit www.ocfranchising.com
or call us at 303.664.4200.

*These figures reflect averages of 55 company-owned restaurants opened for at least one full year in 2005.
Substantiation of these figures can be found in our Uniform Franchise Offering Circular. We do not represent
that any operator can expect to attain the operating margins present in this ad, or any other particular level
or range of operating margins. Your success will depend largely on your abilities and efforts. If you rely on our
figures, you must accept the risk of not doing as well. This offering is made by prospectus only.

Franchise Developer

The Fresh Taste

| Tacokffuesday‘

Taco Tuesday® and Potato Olése have been
1 of Taco John’s Limited Partnership
since 1989 and 1995, respectively.

!

Single and multi-unit territories are now available
in the Mid-West and Mountain States.

Visit us at www.tacojohns.com
or call (800) 854-0819, ext. 9107 and ask for a development kit.
Offer made by prospectus only.

If you are an experlenced
multi-unit operator, we have exclusive
development areas available.

NJ@JIMJJ
MIRES

STEAI‘IIOIISE

For more information, visit us online at:
www.montanamikes.com

or contact Madison Jobe o T
= 1620-669 ’9372 X229

OFFERING BY PROSPECTUS ONLY

March 2007 @ Chain Leader
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SPECIAL ADVERTISING Franchise Developer
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Experlenced multi-unit restauranteurs with a desire
to be Famous and develop a minimum of 5 units,
please contact Jim Schwitzer '
800-210-4040 x1343 i

or jim.schwitzer@

famousdaves.com

i Legendary Pit Bar-B-Que*

WINNER OF OVER 200 BBQ AWARDS!

Franchise offer made by prospectus only.

®

®

Classified
Advertising

CHARCOAL/GRILLING WOODS

All Natural BBQ Supply Co., Inc.
Q Supply

ST

Grilling
Woods
Chips, Chunks & Logs
Hardwood Briquets g :
Mesquite/Oak Lump Charcoal %@ 2
EST. 1932 o Call 1-800-BUY-MALI

ComPUTER SoFTwARE/POS

Save 3-8% on food costs
Guaranteed with Chef Tec!

ordering
.sales Analys's
« Recipe Costing

www.ChefTec.com

1-800-447-1466

FRANCHISE CONSULTANTS
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Reach Foodservice Franchisers With Muscle.

Chain Leader's Franchise Developer gets your new business
opportunity to key decision-makers among the Top 200 Devel-
opers of multi-unit foodservice operations and multi-concept
operators. Chain Leader’s Franchise Developer reaches a highly
targeted and influential audience.

Fresh, hot leads ...

Advertise in Chain Leader's Franchise
Developer and your sales force can
contact decision-makers who are
investing in quick-service, fast-casual or
full-service restaurants in the next 6 to 18

months. They’ll also know what kind of

investment they are going to make.

Franchise Developer allows you to showcase your franchise
opportunity in both print and online. Franchise Developer
gets your message in the hands of decision-makers. Online
provides a quick and convenient way for potential franchisees
to get more information. According to a study on advertising
effectiveness conducted by Reed Research Group, sixty-one
percent of professionals have visited an advertiser’s web site,
after seeing a print ad.

Chain Leader ¢ March 2007

: Start-Up & Established Franchisors
NEED HELP FRANCHISING?

+ Call the iFranchise Group for a FREE seminar

+ on “How To Franchise Your Business.”

. 7
(708) 957-2300 7FHranchise.
o

www.ifranchisegroup.com Group

f
ADVERTISING

OPPORTUNITIES IN...

“ERben

MAGAZINE
CONTACT:

JAMES McMURRAY
630-288-8467

or fax your ad copy to:
630-288-8215




vendor exchange

For more information about any of Chain Leader's advertisers, please contact them directly at the numbers or addresses provided.

FOOD & BEVERAGE

Allen Canning Co. Inside
Front Cover. A full line of
canned vegetables and
fruits. Call (800) 234-2553
or visit the Web site at
www.allencanning.com.

Bush Brothers & Co. p. 13,
21. Signature baked beans
and other products. Call
(800) 251-0968 or visit
www.bushbeans.com.

Butterball Foodservice/
Carolina Turkey p. 46-47. A
complete line of turkeys,
turkey breasts, slices and
deli meats. Visit the Web
site at www.butterball.com.

Lamb-Weston/ConAgra Foods
Inside Back Cover. A variety
of frozen potato products.
Call (800) 766-7783 or visit
www.lambweston.com.

Mcllhenny Co./Tabasco
Brand p. 42. Tabasco brand
hot-sauce varieties. Call
(888) HOT-DASH or visit
www.tabascofoodservice.com.

Mills Inc. p. 24. Processes a
variety of fresh vegetables.
Call (831) 757-3061 or visit
www.millsag.com.

National Pasteurized Eggs
p. 28. Pasteurized shell
eggs enable service of
undercooked eggs. Call
(800) 410-7619 or visit
www.safeeggs.com.

Nestle Brands Food Service
p. 43. Well-known con-
sumer brands for use in
foodservice operations.
Call (800) 288-8682 or visit
www.nestlefoodservices.com.

Perdue Farms Inc. p. 3.

A variety of poultry prod-
ucts for use in foodser-
vice. Call (888) PERDUE-2
or visit the Web site at
www.perduefoodservice.com.

Pilgrim’s Pride Foodservice
p. 16-17. A full line of
fresh, frozen and conve-
nience poultry products.
Call (800) 824-1159 or visit
www.pilgrimspride.com.
Sugar Foods p. 1. Sugar
and other sweeteners.

Call (888) 708-2222 or visit
www.sugarfoods.com.

TW Garner p. 27. Maker of
Texas Pete hot sauces. Call
(888) 915-7282, ext. 20 or
visit www.texaspete.com.

Zatarain’s p. 33-34, 35. A
line of New Orleans-style
dishes and recipes. Call
(504) 212-2385 or visit
www.zatarain.com/
foodservice.

EQUIPMENT

Alto-Shaam Inc. p. 22-23.
Manufacturer of low-
temperature ovens and
display cases. Call (800)
558-8744 or visit the Web
site at www.alto-shaam.com.

Brother International Corp.
p. 31. Manufacturer of
commercial printers.

Call (866) 455-7713 or visit
www.brother.com.

Edward Don & Co. p. 41.
Foodservice equipment
and supplies. Call (800)
947-6640 or visit the Web
site at www.don.com.

Frymaster p. 15.

(888) 266-6766 or visit
www.huyerzone.com.

Carter & Burgess p. 20. A
consulting firm offering
services in planning,
engineering, architecture
and construction manage-
ment. Call (800) 624-7959
or visit Www.c-h.com.

Compeat Restaurant
Management p. 9. Account-
ing and back-office solu-
tions. Call (512) 279-0771
or visit www.compeat.com.

Cooper-Atkins p. 51.
Food-temperature track-
ing equipment. Call
(8[]0) 484-2842 or visit
www.cooper-atkins.com.

Copesan Services Inc. p. 53.
Specialists in pest solu-
tions. Call (800) 267-3726
or visit Www.copesan.com.

Edgecraft p. 57. Profession-

al knives and sharpeners.
Call (800) 342-3255 or visit
www.chefschoice.com.

Franklin Machine Products
Co. p. 44. Replacement

machine parts and acces-
sories. Call (800) 257-7737

or visit www.fmponline.com.

FreshMarx p. 52. Food-
rotation labeling systems
aid in ensuring food safe-
ty. Call (877) 774-6829 or
visit www.freshmarx.com.

Genpak p. 30. Takeout
containers and other
disposable foodservice
packaging. Call (800) 634-
1316 or visit the Web site
at www.genpak.com.

National Checking Company
p. 7. Food-safety rotation
labels. Call (800) 774-0519
or visit the Web site at

www.nationalchecking.com.

Workplace Media p. 49.
Print media that targets
your offers to consumers
at work. Call (800) 435-
1576 or visit the Web site

at www.workplaceprint.com.

FRANCHISE/FINANCE

Franchise Developer

p. 54-56. News and
opportunities for multi-
unit franchisees. Call
(630) 288-8467 or visit
www.chainleader.com.

Wells Fargo Commerecial
Capital Back Cover.
Provides financing options
for restaurant companies
of any size. Call (888) 272-
6333 or visit the Web site
at www.wfccapital.com.

EVENTS/EDUCATION

Chain Leader LIVE p. 10-11.
For more information, to
register or to sponsor the
event, call (630) 288-8201
or visit the Web site at
www.chainleader.com.

Women'’s Foodservice Forum
Annual Leadership Develop-
ment Conference p. 45. To
register, visit WWW.womens
foodserviceforum.com.

Fryers, toasters,
rethermalizers and
more. Call (800)
221-4583 or visit
www.frymaster.com.

Hatco Corp. p. 36-37.
Manufacturer of a
full line of foodser-
vice equipment. Call
(800) 558-0607 or
visit the Web site at
www.hatcocorp.com.

Hoshizaki America Inc.
p. 18. Ice machines
for use in foodser-
vice. Call (800) 438-
6987 or visit www.
hoshizaki.com.

Server Products Inc.
p- 29. Food-warm-
ing, serving and
display equipment.
Call (800) 558-8722
or visit WWW.Server-
products.com.

SUPPLIES/SERVICES

BuyerZone.com p. 32.
The leading online
marketplace for
buyers and sellers of
business products
and services. Call

p ,
That Shows Up

 World’s most advanced sharpening
system for straight edge and serrated knives
e Lightning Fast! Diamond abrasives for hair splitting sharpness

ChefsChoice

Commercial Diamond Hone® Sharpener 2000

.....
~~a
aq

el
-~

e 2-Stages: sharpen and hone for double-beveled, better than factory edges
e Precision angle guides eliminate guesswork - minimal training required

For the dealer nearest you call: (800) 342-3255

© 2006 EdgeCraft Corp. 825 Southwood Road, Avondale, PA 19311 www.chefschoice.com
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MASTERMIND

Mazzio’s John Kidwell merges
science and entertainment as
a stage hypnotist. By Maya Norris

J ohn Kidwell has no intention
of leaving Mazzio’ Italian Eatery
any time soon. He has been with the
company for 33 years, starting out

as a cook and working his way up

to senior human resource consultant.

John Kidwell tests

the depth of a hypnotic
trance at the onset of
hypnosis by having the
subject’s arm hecome
as rigid as a steel bar.
“Hypnosis fascinates
me,” he says. “It's

the interplay of the
mind and body.”

Chain Leader I March 2007

But should he decide he’s had enough of
the restaurant industry, he has a back-up
career ready in stage hypnosis.

Kidwell has been a stage hypnotist since
1975. He performs two or three times a year
at high schools, reunions and corporate par-
ties, where he can get people to do things
they normally wouldn’t do. But Kidwell is
quick to point out that although participants
are highly suggestible under hypnosis, they
will not do anything beyond their moral or
physical capabilities. “One’s physical capa-
bilities can certainly surprise them,” he says.
“And then one’s own morality is oftentimes
what can make a show really fun, if you
know what I mean. People will loosen up.”

Open to Suggestions

Projecting a steady rhythm and pattern in his
speech, Kidwell hypnotizes about 10 par-
ticipants during his 90-minute routine. The
subjects perform a variety of unusual actions

like using their shoes as cell phones and
cuddling with the person in front of them,
mistaking them for their favorite pillow.

And for those in the audience who are
still not convinced that the participants were
really hypnotized, Kidwell ends the show
with a post-hypnotic suggestion. When he
performs for high school seniors, he tells
the participants they will transform into
exotic dancers upon hearing the term “high
school seniors.” “The guys jump out of their
seats, they get that glassy look in their eyes,
and they start gyrating,” he says. “It makes
a believer out of anybody who thought the
person wasn't hypnotized.”

Art and Science

Kidwell became interested in hypnosis

in 1973 when he took part in a 10-week
health-sciences program at the University of
Oklahoma medical school. He worked with
a doctor doing research on physiological
psychology, monitoring the sleep patterns of
heroin addicts.

“In the process of hooking up the patient
to the monitor, you learn to not necessarily
induce hypnosis, but you learn techniques
by which you can relax an individual. And
relaxation from a physiological standpoint is
in part helping one’ brain to attain what we
call the alpha brain-wave pattern,” Kidwell
explains. “Hypnosis is where the hypnotist
helps the subject enter into an alpha brain-
wave pattern and maintain that brain-wave-
pattern state.”

Kidwell then began studying hypnosis by
reading about it, networking with stage hyp-
notists and attending their shows. He often
entertained people informally at parties with
hypnosis tricks. People eventually started
asking him to perform at parties and other
functions.

While Kidwell is fascinated with the sci-
ence behind hypnosis, he also likes enter-
taining people with it. “I enjoy it from the
standpoint of it makes people laugh. People
have a good time. People have a chance to
release,” he says. “If anything were to happen
to my career in the foodservice industry, I
feel that I've got something that I could hang
my hat on and still make a living at.” m

I on the web: Tell us how you spend your time “Off
the Clock.” Visit www.chainleader.com/off-the-clock.




My life. My sty\e
My fries. They f

. Made with our proprietary i3 advantage’,
My Fries™ Gold are a perfect fit for you and
your busy, fit-conscious customers. Premium
Yukon Gold potatoes deliver incredible flavor
S0 good that 74% of consumers say they
N taste better than other
| N 25 %
fries they have eaten.
And with an average o35 fat
of 25% less fat*, two unique styles and
oil cost savings up to 25%, My Fries Gold
will help run up your fry sales like never
before. Ask your distributor or call
1-877-lw-myfries (1-877-596-9374) today.
" Consumer Intercept Taste Study, April, 2006

q Average reduction of fat versus conventional specialty cut fries
following recommended refry and handling directions.
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©ConAgra Foods, Inc. Al rights reserved. ConAgra Foods Lamb Weston + 599 So. Rivershore Lane « Eagle, ID 83616 www.my-fries.com
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Wells Fargo Commercial Capital

Restaurant Finance

has provided

$15,000,000

as part of a senior
secured credit facilty for

Wl
K. A1
:

CiCi's Pizza

has provided

$35,000,000

as part of a senior
secured credit facilty for

WELLS

FARGO

The Next Stage®

has provided

$16,500,000

as part of a senior
secured credit facilty for

Taco Bueno

TB Corp.

has provided a

$15,000,000

senior secured
credit facilty for

DELIACE)

North Country
BBQ Ventures, Inc.

The Acquisition of Del Taco
by Sagittarius Brands

has provided
$12,500,000
as part of a senior
segured credit facilty for Fixed and Floating Rate Term Loans
B% Bridge/Development Financing

Working Capital Revolvers

@ Sale-Leaseback Financing

Bravo Development,inc Acquisition Facilities
Interest Rate Swaps

Wells Fargo Commercial Capital combines the expertise of a dedicated restaurant
finance company with the experience and reliability of Wells Fargo Bank. Whether you
own a number of brands or a number of restaurants, we can provide the financing you
need for the Next Stage of your business plan. Call us today.

1.888.272.6333 Nick Cole Alexandra Burke

wfccapital.com Group Head Managing Director

© 2007 Wells Fargo Bank, N.A. All rights reserved. Member FDIC.





